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Green consumer categories 


Light Green | Excuse-makers 
Consumers 
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Greens (McEachern) Buck-passers 
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Environment lists (Glig et Ш Occasional 
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Dark Green Brown 
Consumers Consumers 


The excuses... 


The products are too expensive or of a lower, 
| ESS 
quality 


| am not sufficiently informed about the actual и... 
environmental impact of products 


It is not easy to find the products ИИ 25% 


| don't trust the environmental claim of the 
product == 


Environmental issues are not a priority for me 10% 
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CERTIFIED. 
BIODYNAMIC* 


| CERTIFIED. 
SUSTAINABLE 
SEAFOOD 


www.msc.org 


CERTIFIED 
Goodinside 


МИЕ 


The "Hobbit" shoe 


CODA 
$37,400 
after tax 
savings 


Kia Rio 
$15,000 


Why purchase green products? 


| buy environmental friendly products because 


Improved personal health ШШЕ 
Reduced environmental 
impact 

Products are of higher 
quality/taste 


Reasonable cost : 
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“The Tesla S class is more efficient than a Prius, quicker than a Porsche 911, 
and has more cargo space than many SUVs." 


Wine 


* Eco-certification 
associated with a price 
premium (13%) in the 
wine industry. 

* Certified wines rated 
about 4 points higher 
than conventional wines 
by experts (Wine 
Spectator, Wine 
Enthusiast, Wine 
Advocate). 
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Beverly Hills put а spotlight on its 
celebrity water wasters 


Daily water usage 


m Amy Poehler ш Average US family 
№ WHO daily recommendation 


2,800 gallons/day 
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‚Organic milk keeps kids he healthy! у 


Organic market doubled іп the last decade 


Or, 
одане 
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* Sixty-seven percent higher levels of vitamins and antioxidants 
* Sixty percent more conjugated linoleic acids than regular milk 
* Higher levels of good Omega-3s 

* Lower levels of Omega-6s than conventional milk. 


LEED buildings 


Energy savings, Reduce stormwater runoff, 
increase groundwater recharge 

Healthier, more pleasant interior 
environment, improving productivity, 
reducing illness, bolstering recruitment 
and raising retention. 

Increase rent? Investment of $4 per square 
foot in LEED building features adds about 
50 cents per square foot to the annual 
rent. 
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Your Impact 


Last eek you use 113% more вау Man your елеп reg 
You spena 5442 more oer ane year 


Your electricity usage for July 23.2012 July 29, 2012 


Usage by appliance 
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Money vs Health 


Information about impact 


Information about cost of of energy use on 
energy use pollution and health 


Money vs Health 


Your Impact 


Last week yo mpré electricity than your efficient neighbors. 
Youspe $2 moi 


Your Impact Heal 


Last week you used 29% mor У 


Over one year, you вит 190110 456 pounds of air pollutantewpn contribute to 
health impacts sucthag childhood asthma and cancer, 


Main Treatment Effects 


Average Treatment Effects 
№ Monetary Group № Health group 


10% 7.8% 
5% 3.8% 


10% 8.2% 


Percent Change in Energy Consumption 


520% -191% 


All Households Households with Children 


9 months 
N=490,994 hourly 
KWh observations 
118 apartments 


A HAYWARD 


HEALTHY 
HOME” 


A healthy home will last longer than an unhealthy home. It will be more energy efficient 
Its occupants will take better care of it 
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Eventemperature 
year round 


ha vaut sad adus. 
Affordable energy ce. 


http://www.haywardhealthyhome.com 


The Honest Company 


from our family 
to yours 
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BRING YOUR 


е 
Avoid ће Cambridge 
mandatory bag charge. 


аз 


Cut cost 


in small pieces 


| o CASH LEASE PPA 
$0 down, full $0 down, full 
Down d dani Outight брата!  & partial 
payment Purchase prepay prepay 
options options 
Ownership You You SolarCity — SolarCity 
Tax credit(s) NA NA 
Pay for the 
Low, fixed energy 
Monthly ны n with а 0-2.9% produced, 
payments lise "e annual міфа 0-2.9% 
escalator annual 
escalator 
Production 
guarantee 
En 
monitoring 
with 
MySolarCity 
app 
Roof & system 
warranty у 
Payment term |10 or 20 Years] Paid in full 0 Years 20 Years 


Utility With Solar 


20.06 112.54 $0 


‘Avoided Utility Cost per kWh | Effective Solar Cost per kWh* Upfront Cost (Installation Included) 


+ Your home wil stil be connected to the uty grd, so your sl get bils from your uit. Yo need that power at night, 
but your overall energy costs should go down because you generate most of your own energy. 


+ Youre locking in low, predictable energy costs. Your solar cost will only increase 2 90% every year. Lily rates tend lo 
rise unpredictably every year. Increases vary, but are typically higher than your 2.90% increase. You can watch your 
savings grow over the next 20 years. 


The 3 Types of Residential Solar 
5 ,OWNERSHIP 
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Emotion/Empathy 


bac: TOMS PRODUCT YOU PURCHASE. 
TOMS WILL HELP А PERSON IN NEED. ONE FOR ONE’. 
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WARBY PARKER 
eyewear 


2,663,510 Bars Donated 
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When to bundle? 


* Relevance of the benefits will vary 
with context 
- Connection with environmental damage 
and health most salient at critical 
junctures in the lives of consumers 
- Status associated with green depends 
on social group 


* Silent bundle? 


The Green Bundle 


Frame 
message with 
private 
benefits to 
motivate 


Inform consumer 
on product 
environmental 


benefits Change 


consumpti 


behavior 
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behavior 


Emotion 


